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ABSTRAK 
Oleh: Ricky Gunawan 
 
Perkembangan E-Marketplace di Indonesia cukup menjanjikan, ditandai 
dengan pertumbuhan belanja online di Indonesia yang terus meningkat seiring 
berjalannya waktu. iPrice melaporkan combined traffic untuk belanja online di 
Indonesia merupakan yang terbesar dibandingkan lima negara Asia Tenggara 
lainnya pada H12018 hingga H12019. Perkembangan yang terus berubah selalu 
memberi peluang untuk menelusuri dan menguji ulang penelitian terdahulu yang 
juga membahas perkembangan E-Marketplace. Beberapa penelitian terdahulu 
menemukan faktor kepercayaan dan kepuasan pelanggan sebagai salah satu 
penyebab penggunaan E-Marketplace. Sehingga, akan sangat menarik untuk 
menguji ulang hasil temuan mengenai kedua faktor ini. 
Penelitian dilakukan terhadap 4 objek penelitian yakni Tokopedia, Shopee, 
Bukalapak dan Lazada dengan model PLS-SEM menggunakan SmartPLS untuk 
keperluan kalkulasinya, dan difokuskan untuk menelusuri variabel-variabel yang 
dapat memberi dampak positif kepada variabel Trust dan Satisfaction. Penelitian 
terdahulu yang serupa digunakan sebagai referensi untuk perbandingan. Hasil 
penelitian berupa pembuktian hipotesis beserta tabel-tabel laporan yang kemudian 
dibandingkan relevansinya dengan jurnal yang dijadikan referensi. 
Hasil penelitian menemukan bahwa bilamana dilihat secara garis besar melalui 
penilaian modus atas pembuktian hipotesis masing-masing E-Marketplace, dapat 
disimpulkan bahwa terdapat hanya 2 dari 12 hipotesis pada jurnal referensi yang 
masih bisa didukung relevansinya, hipotesis mengenai Perceived Risk berdampak 
signifikan positif terhadap Trust dan hipotesis mengenai Trust berdampak 
signifikan positif terhadap Satisfaction. 





REASSESSING THE TRUST AND SATISFACTION VARIABLES IN 
INDONESIAN E-MARKETPLACES 
ABSTRACT 
By: Ricky Gunawan 
 
The development of E-Marketplace in Indonesia is quite promising, marked by 
the growth of online shopping in Indonesia which continues to increase over time. 
iPrice reports that combined traffic for online shopping in Indonesia is the largest 
compared to five other Southeast Asian countries in H12018 to H12019. Changing 
developments always provide opportunities to trace and retest previous research 
that also addresses the development of the E-Marketplace. Some previous studies 
have found customer trust and satisfaction factors as one of the causes of the use of 
E-Marketplace. Thus, it will be very interesting to re-evaluate the findings 
regarding these two factors. 
The study was conducted on 4 research objects namely Tokopedia, Shopee, 
Bukalapak and Lazada with the PLS-SEM model using SmartPLS for the purposes 
of its calculations, and focused on exploring variables that could have a positive 
impact on Trust and Satisfaction variables. Previous studies were used as a 
reference for comparison. The results of the study are in the form of verifications 
of hypotheses along with tables of reports which are then compared in relevance to 
the references. 
The results of the study found that when viewed in broad outline through the 
assessment of the mode of verification of the hypotheses of each E-Marketplace, it 
can be concluded that there are only 2 out of 12 hypotheses from the reference 
journal that can still be supported by relevance, the hypothesis regarding Perceived 
Risk has a significant positive effect on Trust and the hypothesis regarding Trust 
has a significant positive impact on Satisfaction. 
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